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This article is based on a M.B.A.- thesis submitted in
June 1971 by Mr. Chiu Chung Wai to the Lingnan
Institute of Business Administration. Mr. Chiu s
complete thesis, The Hong Kong Industrial Glove
Trade with Special Stress on Export Marketing
Strategies is in the Chinese University's Central
Library at Shatin.
Although glove manufacturing is turing and marketing of industrial
relatively labour-intensive and does work gloves.
not require any advanced technology,
Hong .Kong's progress in ex-the successful production of indus-
ploiting this comparative advantagetrial gloves for export does require
is clearly demonstrated by the rapidorganisational, managerial and mar-
increase in her domestic exports ofketing expertise beyond the capabili-
various types of industrial gloves, astees of most developing countries.
shown in Table 1. The. major marketsA t the same time, the high labour
for Hong Kona's-domestic exports ofc ntent of industrial gloves makes
industrial gloves since 1964 arethe industry in advanced countries
shown in Table 2.Inghly vulnerable to imports from
Counttries with relatively low labour Hong Kong*s increasingly im-
£ts which do have the essential portant position as a supplier of
production and marketing capabi- gloves to the United States is shown
it ies. These characteristics of the in Table 3. The data in Table 3also
industry makeit ideally suited to the shpw that Hong Kong's progress has
capabilities and limn.ations of Hong been ,it the expense of Japan, and
Kong. In classical economic terms, Mr Chiu Chung Wai is now cmployed that TaP,van is also becoming an
long Kong has a potential com- Or the h1 ong Kong So}'a Bean Importer supplier. Unfortunately,
parative advantage in the manufac- Product.' Co1)nan v Lid. Informanon on the total conumn-
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TABLE 1
Hong Kong's Domestic Exports of Certain Types of Industrial Gloves
Domestic Exports in Thousands of HK nnllarc
CLASSIFICATION DESCRIPTION 1964 1966 1968 1970
841 260 Gloves, plastic HK$ 000 HK$19,294 H K$49..624 HK$74.185841 261 Gloves, not knitted or crocheted.
cotton fabric 12,817 13.522 15,33E 21,359841 302 Gloves, leather 301 431 674 1.909841 411 Gloves, knitted or crocheted, cotton 11,404 4.855 11.423 16,824841 60 Gloves, rubber 367 797 464 563
Totals: HK$24.889 HK$38,899 HK$77,723 HK$104,84C
Source: Hong Kong crovernment, Census & Statistics Department, Hong Kong Trade Statistics, 1964, 1966, 1968,1970
NOTE: Almost all inaustral gloves loves produced in Hong Kong are included in the above five classifications. Most dress
loves made in Hon Kong are in classifications 841262, 841263. 841412. 941411 n nri Qd 14 o
tion of industrial gloves in the United gloves are usually in the form of manufacturers, price competition isStates was not available hence, the production contracts. The larger severe and profit margins are verydata given in Table 3 cannot be used manufacturers often negotiate direct-
low, as illustrated by a quotationto estimate the potential for con- ly with their overseas buyers, but from the owner-manager of such atinued growth of Hong Kong's most small and medium firms receive firm
exports of industrial gloves to the their contracts from local tradingUnited States. We are competing with a
companies. There are thousands of number of small factories andSimilar data for other large mar. trading companies in Hong Kong
are taking advantage. of thekets indicate that Hong Kong sup- and. there is no way of knowing large and medium factories.plied 89% of the United Kingdom' how many of them are exporting Among factories of our size,imports of industrial gloves in 1969. industrial gloves. However,.only ten
prices of any given productIn that same year, Hong Kong sup- to twenty of these trading companies tend to be similar. Our highestplies 53 of West Germany's im- specialise in exporting industrial price will be the lowest price ofports of these products. There is gloves, and these firms may account
the medium size factories. Atlittle doubt but that Hong Kong for a relatively high percentage of this price level, our exportersthe total business.is nowthe world's largest exporter of
will add a certain percentage forindustrial Work gloves.
their commission and competeThe marketing strategies of HongAs of March 1970, there were
with the products of mediumKong's manufacturers were studiedsixty-six manufacturers of industrial
size factories in price as wellby conducting interviews with manu-gloves in Hong Kong these firms
as in quality. Sometimes, whenfacturers, exporters and foreign
employed about four thousand peo- buyers. A total of eighteen manu- the costs of raw materials gople. These manufacturers may be
up, our margin will be at thefacturers were interviewed theseclassified by size as follow.-
mercy of our exporters. It isincluded representatives from si x
Small companies true that we might sometimessmall companies, seven medium
(1-50 employees) firms and five large manufacturer. turn from one exporter to36
Medium companies another for a higher margin,The detailed results of these inter-
(51-100 employees) but our chances are very limited20 views are given in the thesis only
Large companies and failures are more frequentthe conclusions are summarised here.
than successes.(more than 100 employees) IC
The marketing strategies of the
With regard to a new product,Total smaller firms will be considered66 we first calculate the costing
first. Such a firm would make only Df a sample and then add our
one or two closely related types ofAlmost all raw materials are im- expected markup. Then we
industrial gloves and would have a Check the price with referenceported, although local tanneries pro-
production capacity of from 2,000de leather for some of the cheaper to our production costs for
to 3,000 dozen pairs per month. Itgloves. Production processes are similar products. We never have
would not have a clerical stag toprimarily cutting and sewing opera- he chance to compare our
handle export documentation andtions. Designs are fairly standard so luoted prices with the selling
would obtain all of its productionthat little effort at product develop- Prices in the foreign markets.
ment is required. contracts through two or three Occasionally, we receive orders
local exporting companies. Since itManufacturers' sales of industrial it the price we quote. But mostis competing with many other small Of the time we do not eet orders
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TABLE 2
Major Markets for Hong Kong's Domestic Exports of Industrial Gloves,
Domestic Exports in Thousands of HK Dollars
1970196819661964COUNTRY
HK$38,722HK$30, (78H K$12, 560 H K$17,034United Kingdom
25,71723,6589,495United States 5,289






4,268 5,428All Others 5,136 3,566
HK$38,899Totals: HK$24,889 HK$77,723 HK$104,840
Source: Hong Kong Government, Census Statistics Department, Hong Kong Trade Statistics, 1964, 1966, 1968, 1970.
until we lower our prices to a When we have been in the From the years of dealing with
level acceptable to our exporters. local exporters, we have be-market for two to three years,
We dislike the idea of cutting we start thinking about ex- come familiar with most of the
prices because, in order to pansion and eventually we de- large exporters specializing in
survive, we are forced to lower cide to actually do so. We have our products. We can identify
full support from our local the foreign or ultimate buyersthe quality of our products.
The worse the quality, the lower exporters in the form of long- by their shipping marks. How-
the price customers are wiping term contracts. From many ever, we will keep up our normal
to pay. However, so long as years of hard work, we have relations with our exporters as
been able to gather the money long as we feel it to be appro-our exporters continue to place
orders, we assume that our necessary for financing the in- priate.
stallation of more machinery. Sometimes.we are tempted toproducts are up to their quality
requirements. Furthermore, we In addition, we are able to trade with foreign buyers direct-
never employ a brand name, for obtain credit from suppliers ly.,However, unless our month-
it is not worth while for us to of raw materials for- longer ly capacity is more than six
do so. terms. Therefore, we finally thousand dozen pairs, it would
Another executive has described make up our mind to add two not be economical to set up
the process by which a small manu- dozen sewing machines and an exporting department for
facturer grows into a medium-size four cutting machines to our that purpose. As a medium-
firm and then outlined the marketing existing factory facilities. In size firm, we are in a much
strategies of the company at this this way, we grow to a medium- stronger position• to bargain
stage: size factory. with the local exporters. We are
TABLE 3
Sources of the United States' Imports of Selected Types of Gloves 1966- 1969
(Quantity units are in thousands of dozen pair.)
1966 1967 1968 1969
COUNTRY Quantity Quantity Quantity Quantity,
Japan 792,332 2,330 67 2,655 59 2,018 37
Hong Kong 442 65214 23.3 1,038 24.6 1.848 34.5
Taiwan 125 4.4 303 8.5 627 14.6 1,202 21
Philippines 7 .34 7 .3 33 .7 133 2.5
Canada 52 1.9 46 1.4 52 S 71 1.3
All Others 8 .3 18 s 10 .2 91 1.7
Totals: 2,966 100 3,446 100 4,415 100 5,363 100
Source: U.S. Government, Department of Labour, An Economic Report on the Gloves and Mittens Industry in Puerto
Rico, 1971.
now competing with sma porters to selling to foreign geared chiefly to European mai
factories in quality, with lard buyers. Our dependency on the kets. Although we were interest
factories in prices, and wit exporter will become less and ed in supplying the Unite
other medium-size factories i less while our reliance on foreign States market, we were in ni
price, quality and service. W buyers will become greater and position to do so. This i
are also in a position to ad greater. This tendency is espe-
other types of industrial glove cially pronounced when the gen-
because of the vast difference in
to our product lines in order t, eral price level of the gloves is different markets. Industria
decreasing.improve our competitive pa gloves of the best quality fo
sition with our exporters.
European markets do not meeAt this point, we now haveThe longer we are in the in even the minimum quality re-direct business contacts withdustry, the greater knowledg quirements of the United Statesour foreign buyers. We now
we gain! We find that th, In producing for the Unitecfind that different markets re-
maximum prices we can se States market, we must firstquire different -products, and
may go as high as the lowes
spend money on research andthat our products have beenprices of the large factories
development of suitable pro-going mainly to European mar-Of course, how to find out the ducts. Then we must obtainkets. We now reach a branchprices of the products of the necessary equipment andin our road we may continuelarge factory is a secret tc train our workers. Dependingas a supplier for European
outsiders, but there are always
upon our marketing methods,markets or we may diversify
ways we can obtain such in. it may also be necessary toand manufacture for the Unitedformation if we want to. By
spend money on sales promo-States market. For many rea-now we have learned to stand tion. I cannot discuss thesesons, most of the medium-sizefirmly and bargain for reason- problems in detail at this time,suppliers prefer to remain as.able prices. We try to sell our but I can assure you that theyproducers for European mar-
exporters on the basis of quality are formidable.kets. Only a few successful fac-and prompt delivery.
tories go on to become large When the factory is in a po-Sooner or later we begin to companies.
sition to attack the Unitedtake seriously the idea of selling
States market, it must be pre-The same executive quoted abovfdirectly to the foreign buyers.
pared to sacrifice a little byWe realise, that this requires went on to discuss the problem
pricing low in order to breakwhich a medium-size firm musesome knowledge of interna-
into the market. After that thetional trade such as documenta- overcome in order to become a
factory will be in a position tolarge firm and to describe the mar-tion, insurance, shipping, fin-
set its prices on a broader basis.keting strategies of a large manu-ance, etc. There is also a
For example, it could take intofacturer of industrial gloves:language barrier to overcome.
consideration the price struc-But, the reward is bigger.
vvc nave grown anu nave now ture of its products in the mar-Eventually we realise that set- become a large factory. In ket country. Here is a typicalting up.an exporting department doing so, we have had to
-.xample of a price structureis justified because we can overcome many difficulties in ror a pair of high-quality in-have a higher margin by selling technology, finance and market- lustrial gloves having a retaildirectly to foreign customers. ing. When we were a medium- price of US$21.22 (HK$127.30)the whole alteration of our size factory, our products were ser dozen:
marketing structure takes place
in a slow and peaceful manner Price of Retail Price
Manufacturer's Price,mnd usually without having
F.O.B. Hong Konenuch effect on our largest HK$22.50 17.8
xporters. This is because we Freight Insurance 2.00 1.6%would only allocate our re-
Import Duty (30% of C.I.F.)sidual capacity for production 7.35% 5.6%
or our newly-found direct cus-
Importer's Markup (100% of
omers. In most cases, a new
C.I.F. plusduty). 31.85 25.0%lirect customer successfully en-
ers our circle through our Retailer's Markup (100%
mall exporter who would act Importer's Price)..... 63.65 50.0%
,s buying agent for the customer
Retail Price in the U.S.A. HK$127.30 100.0nd charge a very small com-
mission for his services.
Of course, a company's own and never below his variableThis situation will not last
cost structure determines its
cost for the product. ThisDng. Usually it takes from one
lower limit on quoted prices, means that a manufacturer mustD two years to complete the no one wants Y to sell below have an accurate knowledge ofransition from selling to ex- his total cost for very long, his cost structure for each nro-
quality requirements of the twp
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duct if he is to negotiate in-
telligently with his overseas
buyers
"Many of the Hong Kong glove
factories which were not among
the pioneers in entering the
United States market have an-
other means of pricing they
too adopt their own costs as
their lower limit: otherwise
obtaininganorderwouldnotbewortherisksinvollvedin
filling it Their upper limit is
the price obtained by their
competitors who are already
selling in the United States
market. Thus a u.S. buy who
does not know what other
buyers are paying is likely to
pay a higher price at first and
then to receive offers at lower
prices form other larger Hong
Kong manufacturers a time
goes on. The real competitors
of the large Hong Kong manu-
facturer are his own Hong
Kong counterparts when the
market is weak, Price compe-
tition becomes very strong.
"There is a commonbelief that
a large manufacturer never uses
alocalexporter becaues it can
count on selling directly to
foreign buyers. Howerverm, Some
large factories still use local
exporters as an important chan-
del of distribution. They are
simply acting on the principle
of "the more business the
better"
"A large factory is no longer a
one-product factory through
direct contacts with its custionm-
ers it receives inquiries for
quotations on many types of
industrial gloves, along with
appropiate samples of what the
customers want Thus it deve-
lps the capacity for marketing
a Wide variety of industrial
gloves however, only a few of
them are "best seller"; all the
rest serve the needs of special
customers, and thus add to the
perstige of the factory
"in general, promotional acti-
vities are limited to the use of
advertising medial and the em-
ployment of a sales force for
contacting foreign biyers A
gew of the largest firms have
their own sales offices in their
major market countries and
thus carry out a much wider
scope of marketing activities"
since the detailed results of the
writer's interviews with represen-
tatives of the eighteen manufctur-
ers contacted generally confirm the
statements reported above, they will
not be reported here. Howerver,
these results are given in tabular
form in the original thesis, whichis
in the general library of the chinese
University of Hong Kong.
It is now possible to evaluate the
export marketing strategies of Hong
Kong's industrial gove manufactur-
ers and to make certain recommen-
dations for improving their growth
in shales and profits. There seems to
be little doubt but that these strate-
gies haveled to ahigh rate of growth:
this is apparent from the data in
Table 1. Whether these strategies
have led to adequate pprofit margins
or not is a muchmore difficult gues-
tion: many of the executives inter-
viewed complained that intense price
competilton among themselves often
resulted in unreasonably low prices
and very slim profit margins. The
following recommedations are of-
fered for consideration;
1. The majority of Hong Kong's
small and medium-size in-
dustrial glove manufacturers
are still producing for the
low-quality markets in which
orders are obtained on the basis
of intense price competition
among themselves. With some
technical and financial assis-
tance, many of these firms could
change to the production of
specialised high-quality indust-
rial gloves where competition
is on the basis of quality and
prompt delivery rather than on
price, and profit margins are
muchhigher than for their
present products. These firms
should seek the co-operation
and assistance of their lacal
exporters in selecting appro-
priate product lines and in
overcoming the technical and
financial problems referred to
previously.
2. large factories with established
market connections should sub-
contact their smaller orders for
specialised products to smaller
factories so that their own
facilities might be used more
economically on "long runs"
of their standard products. In
this way the large factories can
contionue to offer complete pro-
duct lines to their customers
and, at the same time, furnish
business on profitable terms to
the small factories. The large
factories can also furnish valu-
able managerial and technical
assitstance to the small ones.
as this will give them a reliable
source of supply for "short-
run" orders.
3. Many of Hong Kong's industrial
glove manufacturers {of all sizes)
seem to be too price-senstitive
in solving their marketing pro-
blems. As a result, the general
price level of industrial gloves
has been gratly depressed just
because of price competition
among Hong Kong's producers.
and the factories have had to
subsist on very limited profit
margins. Furthermore: an image
of poor quality at a cheap
price" has been established by
the local industry. Hong Kong's
larger manufacturers should
compete on such aspects as
quality, dependablility as a large
supplier, prompt delivery. etc
rather than purely on price. A
large factory can also strengthen
its bargaining position by se
parating its production capa-
city into two segments, that is,
high-quality and low-quality
segments. It could the bargain
with buyers in one segment while
it has orders in the other seg-
ment: the ability to compete
effectively in both market seg-
ments would greatly strengthen
its bargaining position by re-
ducing its dependence on any
one group of buyers In any
event, continuing competition
should not be only on the basis
of price.
4. Hong Kong's larger manufact-
urers could intensify sael pro-
motion activities by establishing
band names, improvements in
packaging and by more in-
tensive selling activities, includ-
ing overseas visits to important
buyers. The employment of
more sales agents in important
markets should also be consi-
dered.
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1CHAPTER T
INTRODUCTION
A. Hong Kong's Exports of Industrial Gloves
Industrial gloves have become an absolute necessity
in many countries. There is, of course, a long story of
how gloves come to be used in the industry and of how gloves
have changed over time. In fact, labor legislation in many
countries stipulates that industrial gloves are required for
many types of workers. Hence, the industrial glove business
is becoming important throughout the -industrialized world.
However, the fact that there is no law in Hong Kong
which requires the use of gloves in industry does not mean
that industrial gloves are not our concern. On the contrary,
industrial gloves are familiar to us. Hong Kong's industrial
gloves are internationally known and Hong Kong is becoming
the world's biggest manufacturer and supplier of all kinds of
industrial gloves. An investigation into the advertisements
in the yellow pages of Hong Kong's Telephone Directory will
provide you with some information on the industrial glove in-
2dustry in Hong Kong. In its 1970 issue, the yellow pages
of the Telephone Directory contain about two hundred firms
engaging in the glove business. This figure almost doubles
that of 1969.
In order to look into the matter with some perception,
let us review the trade statistics on industrial gloves.
Table I- 1 presents Hong Kong's exports of a few selected
types of gloves from 1964 to 1970. The five kinds of gloves
selected are the most representative of industrial gloves.
For a detailed discussion, we shall come back to them in
Chapter II. As shown in Table I- 2, the annual rates of
growth of Hong Kong's exports of gloves are extremely high.
How did this growth of the glove business in Hong Kong
come about? There seems to be little doubt but that Hong
Kong has a comparative advantage in the manufacturing of in-
dustrial gloves. In What Hong Kong Makes And Why Hong Kong
Makes It, gloves are on the list of products whose manufac-
ture is particularly suited to Hong Komi
1Hong Kong Trade Development Council, Industrial Investment
Hong Kong, 1970. (Hong Kong: Trade Development Council,
1970). p. 83.
3Table I- 1
HONG KONG'S EXPORTS OF SELECTED TYPES OF GLOVES
1964, 1966, 1968, 1970
(units in thousand dollars Hong Kong)
1964 1966 1968 1970
841 260 HK$ 000 HK$19,294 HK$49, 624 HK$ 74,185
841 261 12,817 15,33813, 522 21,359
841 302 301 431 674 1.909
841 411 11 '404 4,855 11.423 16.824
841 601 3-67 797 464 563
Total: HK24,889 HK$38,899 HKU77,723 HK$104.840
source: Hong Kong Government, Census Statistics Department,
Hong Kong Trade Statistics, 1964, 1966, 1968, 1970.
4Table I- 2
RATE OF GROWTH
Hong Kong's Export of Selected Types of Gloves
Total Value Annual
for the increased over rates of
year previous year growth
(HK$1000) (HK$1000) ( % )
1965 HK$ 18,693
1966 38,899 HK$20,206 110.0
1967 21,323 17,576 45.0
1968 77,723 56,500 268.0
1969 869430 8,717 11.5
1970 104,840 18,410 20.8
Source: Hong Kong Government, Census Statistics
Department, Hong Kong Trade Statistics,
1965, 1966, 1967, 1968, 1969, 1970.
5The following characteristics of the glove industry





5. Good marketing possibilities
6. Low technology
bince many other products made in Hong Kong have
similar characteristics, we can see that a study of the
glove industry will undoubtedly have some bearing on other
industries in Hong Kong.
B. Objectives and Scope of the Study
This study is devoted to the following purposes:
1. To present a general picture of the industrial
glove trade atresent
2. To analyse the performance of some representative
firms in the industry
3o To formulate some export marketing strategies for
firms in different stages of development
6Since emphasis is laid on export marketing strategies,
the term trade will be confined only to the production or
marketing of goods. The imports of industrial gloves into
Hong Kong are negligible currently, only a small quantity
Df cotton knit gloves is imported from Mainland China,
The industrial glove industry in Hong Kong seems to be
flourishing. However, if we look at firms individually,
the picture may be quite different. Many firms are becom-
ing more and more prosperous and expanding others are do-
ing poorly and are contracting. One purpose of this study,
therefore, is to study the causes of such changes on the
assumption that there is an ideal process for a small firm
to become a big company. By identifying the different
stages of a firm in terms of small, medium, and large, we
can better examine the attributes of the company in terms
Df export marketing strategies.
In order to improve the accuracy of the conclusions,
the survey is devised to rely more on big companies than on
Cotton gloves imported from Mainland China, 1970:
841 261---- HK$ 12, 200
841 411 HK$29955,488
7small companies in the belief that, when examined from a
stages of growth point of view, a big company reflects
the three stages of growth. By and large, the three
sizes of firms are treated as a model and the particular
marketing strategies of each type are studied. By com-
paring the findings under these two systems, we can
judge what an ideal or hypothetical firm does in order to
achieve growth.
1Jo attempt has been made to derive export marketing
strategies for any particular firma It would be both su-
perflous and impractical to do so because, first, we would
not be interested in any particular firm, and secondly,
the scope of any particular firm is extremely broad. No
matter how perfect the study might be, it is not likely
that strategies good for one particular firm are applica-
ble to firms of all sizes and types. However, it is quite
possible to derive some export marketing strategies for a
model firm, that is, one which begins as a small company
and grow by stages into a large company. Thus, the repre-
sentative firm, although a model, will simultaneously re-
flect several real industrial glove firms of different
sizes. As a result, the findings in the study should be
practical as well as analytical.
8Co A Brief Description of the Five Chapters of this
Thesis
The writer desires to write this thesis to meet both
academic requirements and practical needs. He has divided
the thesis into five chapters. Chapter I discusses the
reasons for writing the thesis, the objectives and scope
of the study, the methods used, and the limitations of
these methods. Chapter II describes the-current aspects
of the Hong Kong industrial gloves trade so that the rea-
ders are presented with answers to questions such as: How
many kinds of industrial gloves are made in Hong Kong?
Where do the materials and labor come from? What are the
marketing channels? Chapter III discusses the strategies
of the representative or hypothetical firm. Emphasis is
given to four components of the marketing mix, ie. product,
price, channel of distribution and promotion. Chapter IV
is a summary of the survey of export marketing strategies
currently adopted in Hong Kong. Chapter V presents recom-
mendations for the fulfilment of the objectives leading to
the dynamic growth of a firm.
D. Methods and Limitations
There is very little secondary data on the industrial
9glove industry in Hong Kong. Except for a recent study
of glove industry in Hong Kong by the Department of Com-
merce and Industry3 and an Economic Report on gloves by
the U.S. Labor Department, there is no other secondary
data which is closely related to the industrial glove
trade. However, considerable information on Hong Kong's
exports of industrial gloves has been obtained from the
Trade Statistics published by the Hong Kong Government
and from the trade statistics of other countries.
In order to find out the actual export marketing stra-
tegies currently adopted by Hong Kong manufacturers, a sur-
vey was conducted. In the survey, twenty intensive personal
interviews were held. A letter was first sent to each of
the glove companies to solicit interviews. Fifty letters
were sent and eighteen invitations were received. The eigh-
teen factories visited are composed of five large, seven me-
dium and six small companies. All persons interviewed were
managers or managing directors.
3Hong Kong Government, Commerce and Industry Department,
Hong Kong Glove Industry, Report on Industrial Survey No. 3.
(Hong Kong: Hong Kong Government. 1970).
U.S. Government, Department of Labor, An Economic-Re-port on
the Gloves and Mittens Industry in Puerto Rico, 1971.
(Washington D.C.: U.S. Government. 1971
10
Five talks were held with personnel in the commercial
units of foreign consulates general in Hong Kong. The
main topic discussed was the image of Hong Kong gloves in
the eyes of foreign buyers. Personal discussions were
also held with bankers and with executives of several
chambers of commerce and the Hong Kong Trade Development
Council.
In spite of all the effort spent, the-study is not
without limitations. The biggest limitation is the time
factor. Another limitation arose from the limited amount
of secondary data. As has been discussed earlier, the basis
for the secondary data are those official reports, which are
likely to be biased. The third limitation arose from the
fact that interviews for research purposes are an unusual
practice in Hong Kong and businessmen are reluctant to re-
veal what they think are company or trade secrets.
However, attempts have been made to minimize those
biases by means of carefully planned questions. This is
one of several reasons why personal interviews were used






HONG KONG'S INDUSTRIAL GLOVE TRADE
A. Kinds of Industrial Gloves
Industrial gloves are those used by workers who need
protection or for some special purpose as, for example,
protection against heat or extreme cold. The other types
of gloves are referred to commonly as dress gloves
these are entirely different in character.
To businessmen, there are many kinds and varieties of
industrial gloves. In terms of materials used, they can
be classified into the eight kinds listed below:
1. Leather cotton industrial gloves
2. Split leather cotton industrial gloves
3. All-leather industrial gloves
4. Cotton drill industrial gloves
5. Cotton knit industrial gloves
6. Nylon industrial gloves
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7. Latex industrial gloves
8. Plastic industrial gloves
According to my own approximation, there are about
one thousand different kinds of industrial gloves as re-
gards sex, size, style, materials etc. within those
eight catagories. However, due to the fact that indus-
trial gloves are supplies in nature, the demand for them
is rather large and steady.
In the Index to Items (Hong Kong Trade statistics)
there are nine classifications of gloves, and no distinc-
tions are made between industrial gloves and dress gloves.
These classifications are given in Table II- 1.
According to my own experienceb industrial gloves are
in classifications 841 260, 841 261,-841 302, 841 411 and
841 601. As for all other classifications, 99% of them
are dress gloves.
SHong Kong Census Statistics Department, Hong Kong Trade
Statistics. (Hon Kong: Hong Kong Census Statistics
Department, 1970.
The writer has been a factory manager in one of the
largest glove factories in Hong Kong and has several years
of experiences in an exporting firm specializing in all




10 Gloves, not knitted or crocheted, 841 261
cotton fabric
2. Gloves, not knitted or crocheted, 841 262
of textile fabric other than cotton
3. Gloves, not knitted or crocheted 841 263
(except leather and rubber) nes.
4. Gloves, leather 841 302
5. Gloves, knitted or crocheted cotton 841 411
6. Gloves, knitted or crocheted, 841 412
woolen
7. Gloves, knitted or crocheted, 841 413
of textile materials other than
cotton and woolen
8. Gloves, knitted or crocheted, nes. 841 419
9. Gloves, rubber 841 601
Source: Hong Kong Government, Census Statistics
Department, Hong Kong Trade Statistics.
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B. Sources of Raw Material
Industrial gloves as classified above are made of
cotton, leather, rubber, nylon, PVC etc.. All of these
materials have to be imported.
Cotton
Table II- 2 indicates that almost 92% of the cotton
yarns are imported from Pakistan and only 8% of them are
from the rest of the countries listed. This is because
Pakistan supplies good quality yarn at a low price. Also
the United states' embargo on goods from the Peoples' Re-
public of China makes the situation more favorable and
advantageous to Pakistan.
Some of the cotton yarns are bought by weaving mills
and converted into cotton drill, which is then bought by
the glove factories. Other yarns are bought by the fac-
tories which-produce cotton knitted gloves.
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Table II- 2
HONG KONG'S IMPORTS OF COTTON YARNS, 1970
(units in thousand dollars)
Total6 51 307x' 651 308b 651 309c
l'aiwan HK$ 1,052 HK$ RK$ 1,271102 HK$ 2,425
Macau 661 218 1,636757
South Korea 163 672415 94
Singapore 152 152
Pakistan 15,781 112,76250,538 46, 451
Mainland China 707 3,235 3,942
Total: HK$52, 630 HK$51,809 HK$121,41CHK$16, 971
Source: Hong Kong Government, Census Statistics Department,
Hong Kong Trade Statistics, Imports, 1970.
a651 307 Cotton yarn carded singles grey up to 15s
b651 308 Cotton yarn carded singles grey 16 to 20s
C 651 309 Cotton yarn carded singles grey 21 to 32s
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Leather
Table II- 3 shows the sources of the leather used
for making industrial gloves.
It takes two to three forms of imported leather
materials to make gloves of all kinds,
The United States of America, being the-largest cow
producer in the world, is the largest supplier of split
leather for glove manufacturing. Thailand follows the
United States of America in its value of exports to Hong
Kong, as indicated in Table II- 3.
Occasionally, imported split leather becomes very
scarce, forcing local tanneries to take hides from local
butchers as one of the sources of supply. However, the
quality of the leather compared to imported leather is
much coarser and less tough. Therefore, glove factories
are reluctant to use it.
Rubber
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are imported from Southeast Asia, especially from Singa-
pore and Malaysia.
All rubber for gloves is imported in the form of la-
tex. After its arrival in Hong Kong, some is sold to the
latex glove factories. There, going through a few steps
of processing, it is coated or turned into either indus-
trial latex gloves or household latex gloves.
Polyvinyl Chloride(PVC)
As snown in Table 11 5, the suppliers of raw PVC
are west Germany, the United Kingdom, Japan and the United
States. Table. II- 5 also gives a clear picture of the
values and sources of PVC. The glove factories procure
their PVC powder from dealers of industrial supplies in
Hong Kong. A large portion of imported PVC is for the
manufacture of PVC coated gloves. Only a small portion
is for PVC impregnated gloves.
C. Labor Structure
According to a survey carried out by the Commerce and
Industry Department of Hong Kong on December 1968, there
















Source: Hong Kong Government, Census Statistics
Department, Hong Kong Trade Statistics,
Imports, 1970.
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There were 1,664 workers or 13.36% of the total engaged in
knitting 7,301 or 58.63% in cutting and sewing 3,486
or 28.01% in other processes, Table II- 6 shows the em-
ployment composition of workers in the glove industry as
of December 1968.
As regards to the sources of workers, there are no
official statistics.- The following analysis is therefore
according to my experience obtained while employed at a
glove factory. Table II- 7 displays a simple production
unit which reauires workers.
From Table II- 6 and Table II- 7, it is indicated
that by proportion, sewing workers are the biggest in num-
ber cutting, turning and ironing workers are second pack-
smallest in number. This happens to be the order of im-
portance in the industrial glove industry.
The supply of sewing workers is restrained by the ra-
ther high level of skill requirements in the industry. ThE
source of sewing workers is largely those families whose
7Hong Kong Commerce and Industry Department, Hong Kong Glove
Industry, Report on Industrial Survey No. 3. Hong Kong:
Commerce and Industry Department. 168.)
ing workers are third and knitting workers are the last and
22





Type No. of workers employed as at Dec. 1968
Total No cuttingof
WorkersType knittingof other processes
Workersof sewing
%Gloves No No.No,% %
8,889 65.911, 558 93.63 4,812 2, 519 72.26Dress gloves
Work gloves 106 2,489 27.743,561 96734.09
Total: 12,451 1,664 100. 003,4867, 301 100.00100.00
Source: Hong Kong Commerce and Industry Department, Hon, Kong- Glove
Industry, Report on Industrial Survey No. 3. (Hong Kong:
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wives or daughters have already engaged in sewing or have
worked in an industrial glove factory before. The reason
is simply that the family may have a better knowledge of
the glove industry, both in terms of payment and skill-
acquisition, by having someone already in the industry.
The next biggest source of labor is those persons
who have experience in sewing operations in other manufac-
turing companies. During slack periods of the garment in-
dustry, the switch of workers to industrial glove factories
occurs most frequently. Because of the advantage of sewing
skill already possessed, a girl can master the sewing skill
for industrial gloves in about one month's time.
Other sources of sewing workers are those girls who
have left their primary or middle schools with the hopes of
mastering a skill and earning a living.
Sources for workers other than sewing are those common
to other industries. The requirements of skill are so low
that anyone who wishes to work for his or her own living
can enter the industry.
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D. Types and Numbers of Glove Factories in Hong Kong
Industrial glove factories can be divided in several
ways. They can be divided according to the kinds of the
product lines as factories of cotton gloves, factories. of
latex gloves, factories of leather gloves, etc.. Or they
can be classified with respect to,the methods of selling,
giving the different factories of local or domestic
selling and international selling. There is still a third
way of classifying, ie. by number of employees. The glove
factory, being labor intensive, can usually be classified
with regard to the number of workers it employs into small,
medium, and large ones.
One of the problems in the classification is to deter-
mine where to put the border lines so that the classifica-
tions are meaningful. However, observations and experience
show that the majority of the factories employing fifty or
less workers are mostly local factories. When the workers
in a factory exceed fifty, the possibility for becoming an
international factory tends to increase. It is almost cer-
tain that a factory with one hundred or more workers is an
international factory. This implies that the classification
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boundary between small and medium should be fifty that
between medium and large, one hundred. In other words,
a factory with less than fifty workers is called a small
factory one with fifty to one hundred would be medium in
size and one with more than one hundred workers is a
large factory.
As shown in Table IV- 1, there are sixty-six factories
engaged in the production of industrial gloves, thirty-six
of them are small ones twenty, medium and ten, large.
E. Types and Numbers of Glove Exporters in Hong Kong
In 1970, there were about ten to twenty exporters that
specialize in the glove trade8 These firms employ clerks
varying from two to ten. Therefore, they are small firms
in nature. This particular group of companies has come in-
to existence through any one of the following three ways.
the first is that a department head or an assistant manager
8Trade Development Council, Hong Kong Red Book, (Hong Kong:
Trade Development Council, 1968) -Do 156.
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of a large general import and export company decides to
establish his own comDanv.
The second way is that an employee of a glove factory
finally makes a decision to be his own boss and establishes
his own company.
There is still a third way, that is, a new firm is
generated out of a specialized exporting 'firm or glove fac-
tory. Thus, it is interesting enough to note that these
glove exporting firms in fact belong to one 'family'.
F. Countries Importing Hong Kong Industrial Gloves
Table II- 8 indicates the major countries importing
industrial gloves from Hong Kong during the last decade.
As can be seen, United Kingdom occupies the first position
in such imports The United States, the second West Ger-
many, the third and so on.
Hong Kong has gone through many vicissitudes to arrive
at the present position. Since 1964, the United Kingdom,
the pioneer nation to trade with Hong Kong in industrial
gloves, has been the major importer, This is due somewhat
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Table II- 8
HONG KONG'S EXPORTS OF SELECTED TYPES OF GLOVES
to
SELECTED COUNTRIES
(units in thousand dollars Hong Kong)
1964 1966 1968 1970
uu 17,034U.K. HK$ 12,560 HKU 30,178 HK$ 38,722
U.S.A. 23,6585,289 9,495 25, 717
-6,832
West Germany 632 2, 781 15, 951
Sweden 636 2,465 4,293 9,892
Canada 141 1,455 2,143 5,415
Netherlands 1 198 1,054 2,890
Australia 225 1,946507 989
Denmark 69 806 1,156 1,741
All others 5,136 4,268 5,428 3,566
Total: HK877.723HK$24,889 HK$38,899 HK$ 104, 840
Source: Hong Kong Government, Census Statistics Department,
Hong Kong Trade Statistics, 1964, 1966, 1968, 1970.
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to the effects of the Commonwealth Preferential Tariff.
The United States is a highly industrialized nation
and its modern way of living makes it an ideal market
for safety equipment, including industrial gloves.
it has been made known to me that a, large portion of
gloves imported by west Germany is for re-export to other
countries in Europe9 This, coupled with the role west
Germany-now plays in its own industrial development have
made it the third largest buyer of industrial gloves from
Hong Kong.
Note that in Table II- 9, we are given the competi-
tors of Hong Kong in the United States market for indus-
trial gloves.
The position of Japan, the biggest competitor since
1964, is weakening. Within four years, Japan's share of
the market has dropped from 79% in 1964 to 37% in 1969.
In exactly the same span of time, Taiwan has grown from
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SELECTED TYPES OF GLOVES
(units in thousand dozenairs.
Jan.-Sept., 1969 Jan.-Sept., 1970
Quan' ty Quan°.ty /
Hong Kong 208 21 297 27
U.S.A. 195 19.6 251 23
Taiwan 106 10.07 196 17
Mainland China 210 21.1 110 10
Hungary 104 10,5 89 8
U.K. 85 8.6 63 5.7
Japan 39 3.9 42 3.8
Czechoslovakia 50 5 37 3.5
Total: 100 1,035997 100
source: Canadian Government, Department of Census
Statistics, Canadian Imports by Commodities and
Countries, 1969- 1970. (Canada: Department of
Census Statistics.)
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4.4% to 21% and Hong Kong, from 14% to 34.5%. It seems
that both Hong Kong and Taiwan have taken advantage of
Japan's drop in market share and have achieved remarkable
rates of growth.
!'ao±e II to is a picture of (Janada' s imports of
industrial gloves in both 1969 and 1970.
Competing with the United States, Taiwan and Mainland
China, Hong Kong not only occupies the first position in
the Canadian market, but has also grown from 21% to 27%
during theeriod of one year.
Table II 11 shows the United Kingdom's imports of
industrial gloves. Just think of Hong Kong's occupation
of 89% of the United Kingdom market'.
Table 11- 12 indicates that tlong Kong occupied 53 To
of the West Germany import market of industrial gloves in
1969. As can be seen, Hong Kong is the only country that
has shown an increase in its market share since 1968.
Table II 13 too shows that Hong Kong is also the




SELECTED TYPES OF GLOVES
1969
Units in L'000 Units in HK$'000
Hong Kong 1522 22374 89
All other countries 216 3175 11
$1738Total HK$25549 100
Source: Her Majesty Statienery Office, London, 1969
Overseas Trade Accounts of U.K.
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Table II- 12
WEST GERMANY' S IMPORTS OF




Hong Kong DM3,820 DM41 7,525 53
France 2,731 31 243, 303
Denmark 1,614 18 2,207 16
Italy 334 3.8 438 3.5
Japan 157 1.7 283 1.5
Czechoslovakia 80 8F 234 1.4
Belgium/Luxemburg 267 2.8 161 1.1
U.S.AO 82 .85 .576
Total: DM9,095 1uo 100DNT14, 227
Source: Verlag W. Kohlhammer GmbH/Stuttgart and Mains,
Spezialhandel nach Waren and handern, Reihe 2,
1969.
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Table II- 1 3
NETHERLANDS' IMPORTS OF
SELECTED TYPES OF GLOVES








All others 7 5
Total: 136 188




G. Kinds of Importers of Hong Kong Industrial Gloves
There are two major kinds of importers of Hong Kong in-
dustrial gloves: the pure importers and the manufacturing
concerns.
There is a major difference between a manufacturer who
also imports and a pure importer. A pure importing company
did not engage in the production of gloves before entering
into importing. It does not matter whether the importer's
original product lines included gloves or not. However, a
manufacturing concern undertaking the importation of gloves
must be a factory of gloves or industrial equipment before
or at present.
In industrialized countries, there is a tendency for
factories to become importers in the field of industrial
gloves. I have talked with several buyers from West Germany,
Australia, Canada, and England, and, have come to the conclu-
sion that the reasons for this tendency are:
1. The imported industrial gloves are always cheaper
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than the domestically-produced gloves.
2. The domestic costs of production are increasing
more rapidly than those of the exporting coun-
tries.
3. The easiest way for a manufacturing concern to
survive is through importing gloves and then






A. Some Hypothetical Export Marketing Strategies for a
Small Factory
we nave seen the glove market in its static situation
in the last chapter. In this chapter, we are going to see
the dynamic situation of the Hong Kong glove market.
Let us first imagine that we are a SMALL industrial
glove factory. Our surroundings are as described in the
last chapter. There are a number of small, medium and
large factories as well as general and specialized expor-
ters. Our model factory will be formally registered and
established only after we have firm orders in hand.
1. Product Line
Being a small factory, there is very little we
can do about the product lines. Therefore, we try
hard to find out the kinds of gloves that are in
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great demand and have a fast turnover rate, then we
keep on producing them. We find this is a convenient
way of production which will provide solutions to pro-
blems such as standardization, simplification and
specialization of labor.
The best we can produce is within the range of two
thousand to three thousand dozen pairs per month. Thus,
any means of simplifying or standardizing our product
will be beneficial in terms of -production eff.iciencv.
2. Marketing Channels
It would be a workable policy for us to sell our
products to two to three local export firms specializing
in safety equipment, including industrial gloves.
Normally, one large foreign customer would order at
least two thousand dozen pairs a month, which would pro-
bably require the whole of our capacity. Yet, in spite
of all the benefits of a direct buyer, there is the risk
of too much concentration in our markets. In addition,
we do not have the ability to maintain an exporting de-
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partment. Therefore, we decide to first build up
our relations with three exporters specializing in
our field. By so doing, we not only have shifted
our financing burdens to the exporters, but we also
succeed in cutting our marketing functions to the
minimum. For details, this will be further discuss-
ed in the section which follows.
3. Pricing Policy
From these few local exporting firms, we see our
marketing situation as the following:
We are competing with a number of small factories
and are taking advantage of the large and medium fac-
tories. Among factories of our size, prices of a cer-
tain product tend to be similar. Our highest price
will be as high as the lowest price of the medium size
factories. On this price level, our exporters would
add a certain percentage for their commission and com-
pete with the products of the medium size factories in
price as well as in quality. Sometimes, when the costs
of raw materials go up, our margin will be at the mercy
of our exporters. Then, we come to learn from experi-
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ence that our maximum profit can only be obtained
by full utilization of our production capacity.
It is true that we might sometimes turn from
one exporter to another for a higher margin, but
our chances are very limited and failures are more
frequent than successes.
Wor a small tactory. of our size, we are not
always content with the present situation. We have
plans for greater growth and plans to earn more
profits from normal operations. Therefore, we collect
information through our daily contacts with our cus-
tomers who are, of course, the local exporters. As a
result, we find out what the medium size factories
are producing and we begin to notice the names of some
of the foreign customers.
4. New Product Development
The exporters, knowing our desire for growth,
come to us with the suggestion that we (meaning they
and us) might work together for growth and expansion.
They implement this idea by presenting many of their
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customers' samples to us and pointing out the way
we should go.
in the past, we have often been quite success-
ful in copying customers' samples and submitting them
to the exporters for approval. However, we have found
that our chances of success are less than 10%. Some-
times, we were criticized because of high price,
though the quality and workmanship of our gloves were
satisfactory. Our response towards this kind of in-
formation usually is to show the costing of our pro-
ducts to our exporters and ask them to explain it in
full detail to their buyers.
5. Pricing Policy for_ New Products
We first calculate the costing of a sample with
an expected markup added to them, and then check the
price with reference to our production costs for simi-
lar products. We never have the chance to check our
new prices with regards to the existing selling prices
in the buyers' home countries.
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On some occasions, we would receive orders at
the prices we quote. But most of the time, orders
would not be made until our prices are lowered down
to the exporters' satisfaction. Very often, we dis-
like the idea of cutting prices, because it always
brings a downward effect on the quality of-our pro-
ducts. In that case, in order to survive, we are
forced to lower the quality of our products to match
that lowered price of the gloves.-
Frequently, when the price of a certain type of
gloves is lower than what we expect, and, which is
accepted, the quality of that type of gloves will be
degraded correspondingly. The worse the quality, the
lower the price customers would be willing to pay.
However, so long as the customers continue to place
orders, we assume that our products are up to their
quality requirements. Furthermore, we never employ a
brand name, for it is not worthwhile,for us to do so.
B. Some Hypothetical Export 1V1arketing strategies for a
Medium Factory
When we have been in the market for two to three
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years, we start thinking about expansion and eventually
we decide to actually do so. We have full support from
our local exporters in the form of long-term contracts.
From many years of hard work, we have been able to ga-
ther the sum of money necessary for financing the instal-
lation of more machinery. In addition, we are able to
obtain credit from suppliers of raw materials for longer
terms. Therefore, we finally make up our mind to add two
dozen sewing machines and four cutting machines to our
existing factory facilities. In this way, we grow to a
medium size factory.
1. Marketing Channels
Prom the years of dealing with local exporters,
we have become familiar with most of the large expor-
ters specializing in our products. We can identify
the foreign or ultimate buyers by their shipping marks.
However, we will keep on our normal relations with
those few exporters as long as we feel it to be appro-
priate. Although our monthly production capacity has
been in the range of four thousand to eight thousand
dozen pairs, the local-exporters we deal with, would
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not be more than five. Normally, we would turn to
one or two very big glove exporters for long-term
contracts and to a few small exporters for informa-
tion purposes. Sometimes, we are tempted to trade
with foreign buyers directly. However, unless our
monthly capacity is more than six thousand dozen
pairs, it would not be economical to set up an ex-
porting department for that purpose. We maintain a
foreign buyer simply for information and prestige
purposes. At our present level of production, we
are in a stronger position to bargain with the local
exporters.
We are now competing with small factories in
quality, with large factories in prices, and with
medium size factories in prices, quality and delivery
service.
2. Product Lines
During the period of the keenest competition, we
would think of adding other types of industrial gloves
to our product lines. We.do this because our labor
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force is much stronger and would be affected very
little by the introduction of a new type of glove
into our factory. Now, our local exporters would
not only give us samples of one of the big markets,
but also those of many other countries, and would
ask for counter-samples in return. We would then
develop a variety of products for different customers
throughout'the world.
3. Pricing Policy
The longer we are in the industry, the greater
knowledge we gain! We find that the maximum prices
we can set may go as high as the lowest prices of
the large factories. Of course, how to find out the
prices of the products of a large factory is a secret
to many outsiders, but there are always ways we can
obtain such information if we want to.
For the pricing of new products, we still main-
tain our old way as we did as a small factory, that
is, depending chiefly on the costings of our products.
The only extra considerations we take are those of
the impact of the new products being sewed at a slow-
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er rate in our factory and the reasonable amount of
additional profit that the success of the introduc-
tion of new products may bring about. We have
learned to stand firmly and bargain for reasonable
prices. We try to sell our customers on the basis
of quality and quick delivery of our products.
During our first period as a medium size factory,
we would intentionally promote our products in a very
passive manner so as to press several exporters of our
factory for the selling of new products designed by
us. Or, when we know there are specialized exporters
who will come to us for business, we would help them
in quoting prices of the samples on hand. At this
point, we would not bother with customers outside of
Hong Kong. However, we are not without interest in
trade with direct customers. When we enter the later
stage of development as a medium size factory, we
then begin to try dealing with them.
In the beginning, a customer may be introduced to
us by the Hong Kong Trade Development Council or some
similar organizations.. Gradually, we might find that
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the dealing with a direct buyer requires some know-
ledge of international trade, such as documentation,
insurance, banking, shipping, etc.. There is also a
language barrier to overcome. But, the reward is
bigger. We then begin to consider that matter with
more seriousness.
_ven-tuaily we realize inat sei-ting up an export-
ing department is justified because.we can have a
higher margin by selling directly to foreign customers.
The whole atleration of our marketing structure takes
place in a slow and peaceful manner and usually without
having much effect on our largest exporters. This is
because we would only allocate our residual capacity for
production for our newly-found direct customers. In
most cases, a new direct customer successfully enters
our circle through our small exporter who would act as
buying agent for the customer and charge a very small
commissions for services rendered.
This situation will not last long. Usually it
takes about one year to one-and-a-half years to com-
plete the transition from. selling to exporters to sell-
ing to foreign buyers. Our dependency on the exporter
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will become less and less while our reliance on
final customers will become greater and greater.
This tendency is going on especially when the general
price level of the gloves comes down. In this manner,
we have resorted to the foreign buyers for orders and
to the local exporters for marketing information.
At this stage, our samples are mostly sent to the
foreign buyers and vise versa. The majority of our
samples are in the form of COUNTER SAMPLES.
At this point, we now have direct business con-
tacts with our foreign buyers. We found that all
gloves are different for different markets, and, at
present, our products are chiefly geared to the Euro-
pean markets. Here is a cross-road. We may continue
as a supplier to European markets or we may diversify
by producing for markets in the United States. For
many reasons, most of the medium size suppliers would
rather remain as producers for European markets.




As a medium size factory, we simply rely on our
exporters for promoting our products. In fact, we
seldom worry about promotion until we have reached
the last stage of a medium size factory.
C. Some Hypothetical Export Marketing Strategies for a
Large Factory
We have grown and have now become a large factory.
In doing so, we have had to overcome many difficulties in
When we were a medium size factory, our products were
chiefly geared to European markets. It was not that we
were not interested in supplying the United States market,
but that we were not in a position to do so then.
Although the products we are talking about are all
classified as industrial gloves, the differences between
the supply to the United States market and that to European
markets are tremendous. Take the qualities of the products
as an example. Gloves of the best quality for European
infinance, marketing and technology.
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markets do not even satisfy the minimum quality require-
ments of the United States market-
In entering the United States market, our products
are heading towards a market whose quality requirements
are of much higher concern than price considerations.
Furthermore, in entering the United States' market, we
have to pay the expenses for research and development of
new products, and for sales promotion.. We also have to
provide additional production equipment and other items.
Let us begin with research and development of pro-
ducts, because it is the key factor for growth. Taking
any American industrial gloves for study, we can see that
the leather is specially tanned in accordance with a cer-
tain formula. After being properly processed (also accord-
ing to the formula), a chrome side split leather becomes
soft, tough and looks perfect in appearance. 'But,'in Hong
Kong, all the split leather is tanned according to the
traditional method which is good for European requirements
only. Unless a glove factory is really ambitious and con-
cerns itself with real commitments to enter the United
States' market, it is not likely to get involved in heavy
expenses of research and development of formulas for the
tanneries.
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A iactory nas to spend a lot of time and money stu-
dying and experimenting to obtain the best formula. In
addition, it has to assume the risk of setting up its own
tannery and thus arrive at some form of vertical integra-
tion, should there be no possibility of cooperation with
an existing tannery. Or, the factory may take another
step in the development of the split leather. It may mere-
ly import leather from tanneries whose products are up to
the standards of the United States' market. But naturally
the factory's profitability is much lower then.
1. Pricing Policy
When the factory is in a position to attack the
United States' market, it must be prepared to sacri-
fice a little by pricing low for breaking into the mar-
ket. Then the factory will be in a position to set
prices on a broader basis. On one hand, it would take
into consideration the retail prices in the buyers'
countries, commissions of importers, and import duties.
On the other hand, it*would calculate the actual cost-
ings relevant to production. A common practice for a
large glove factory.is to negotiate the prices with
importers or foreign buyers or customers. The result-
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ing price always comes to be lower than the general
costs in the destination, ie. the buyer's country,
in spite of the fact that the selling prices for
gloves geared to the United States' market are always
.at the top of the product lines.
Many of the Hong Kong glove factories which fail-
ed to be among the pioneers in entering the United
States' market have another mode of pricing. They too
adopt the general costs as their lower limit other-
wise, it would not be worth the risk. For the upper
limit, whether they can sell as high as the first Hong
Kong factory in the United States market, depends on
those two.parties, and whoever is stronger'in the ne-
gotiation determines the situation and has an upper
hand in it. Among many other factors, the very basic
one seems to lie in whether it is the first time that
the importer trades with Hong Kong factories. There
we may see, the later a Hong Kong factory enters the
United States' market, the less likely the price can be
higher, since the real competitors of a large factory
are in fact its Hong Kong counterparts.
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2. Marketing Channels
There is a common belief that a large factory ne-
ver needs a local exporter because it can count on
foreign importers for orders. However, some large
factories still use local exporters as one of their
channels of distribution. They simply act on the prin-
ciple of the more business the better.
In general, a large factory usual 1.y has the
fn1 I ntAri n7 ri i gtri 1hiati nn n nneI s
Sell to local exporters
Sell-to direct customers, that is, to foreign
buyers
Sell to sales representatives in large ports of
countries of destination
Act as agents for other small factories
Direct selling is the key method, while sales to
local exporters are for information and for contacts
with other market segments.
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3. Products
A large factory is no longer a one-product fac-
tory. Through many years of contacts with direct
customers, and, sometimes with feed-back from its own
sales force, it would maintain a complete product
line with more than ten variations in style, quality
and size. However, only a few of them are best sellers.
All the rest serve the needs of special customers, and
thus add to the prestige of the factory.
The factory can now take action in new product de-
velopment through its own sales force. In the past,
new products were developed through counter-samples
sent back and forth between different markets.
4. Sales Promotion
in general, promotional activities are seen in
the use of advertising media and the employment of a
sales force for pushing sales to foreign buyers. How-
ever, since most of the large factories do not have
their own sales offices, in the ports of destination,
they confine their promotion effort to their importers.
They would merely approach the importers for orders,
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leaving the latter to promote sales within the market
countries.. This has become more and more popular un-
der the influence of joint ventures between Hong Kong
factories on one side and American importers on the
other.
D. Hong Kong as the Base for International Operations
When a large factory reaches the stage which enables
it to grow-w1 more and more internationally, it will find
Hong Kong an ideal place for international operations.
Because of the excellent financing facilities, the exper-
tise of shipping and the low rate of taxation, a large
factory may find it advantageous to have Hong Kong as its
centre of distribution and to expand its production faci-
lities from there to other places of relatively low labor
cost. In this way, a large Hong Kong factory becomes a




In order to give readers some notions of the price
structure, a comprehensive price structure of a certain in-
dustrial glove has been shown in Appendix B.
Readers may find out easily that the basis for the
structure has been the cost-added method. In fact, all the
way through the channel, from a Dro duc er in_ Hong Kong to a.
retailer in the United States, the practice for the pricing
of imported gloves has been the above-mentioned cost-added
method.
Another -point needed to elaborate is the existence of
retailers in the industrial supvlies' market. In most coun-
tries, retailers are of no value or having no place to stand
in the distribution channel as gloves imported are sold di-
rectly by the importer to the plant where they will be used.
However, in some places where small plants would be un-
able to place orders directly to an importer, then, it is
usually the retailers who stock up some gloves whether im-
ported or not to meet these other needs of the market.
Hence, both importer's and retailer's mark-up are being
shown in Appendix B.
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CHAPTER IV
SURVEY AND STATISTICAL ANALYSIS
of
EXPORT MARKETING STRATEGIES:
A. Survey and Statistical Analysis
How true are such hypothetical export marketing stra-
tegies in describing the actual situation? An inquiry in-
to this nature has led to a survey based on intensive per-
sonal interviews. Starting as early as the 2nd of February,
the survey covers a period of about two months ending on the
5th of April. The results of this survey have been summa-
rized in Tables IV- 1 to IV- 8. Readers are reminded that
large factories are traced back to their past history, as if
they had been going through the stages of small and medium
size factories. By comparing the findings on this basis to
those for small, medium and large factories, we can obtain a
more representative picture of the marketing strategies of
firms at their different stages of growth.
Table IV- 2 describes the product strategies current-
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ly adopted by factories of all sizes. Some of the hypo-
thetical strategies confirmed by the survey are:
1. The kinds of products increase as the size of
a factory exnnd s.
2. New products have been developed by means of
counter-samples.
3. Different products have been sold to different
markets.
4. No brand name is being employed by factories.
Table IV- 2 also indicates the elements which are
most critical to product development. Either labor or
materials are a strong mover to new product development.
The size of a factory does not seem to cause much differen-
ce in solving labor problem or material shortages. The
export firms acting dominantly in new product development
of small and medium factories become less effective and
influential in new product development of the large ones.
fable IV- 5 shows the marketing channels strategies.
Exporters are one common channel for all factories. Direct
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exporting, a necessity for large factories, is also
available for medium factories. Only a few large factories
act as agents for someone else. All such findings confirm
the hypothesis.
Table IV- 4 displays the markets by country. As car
be seen, the hypothetical strategies confirmed by the sur-
vey are:
1. Both the United Kingdom and the Common Market are
maor markets for factories of all sizes.
20 Factories of all sizes count on exporters' supply
of marketing information. Only a few large fac-
tories can collect marketing information from their
competitors.
3. Market expansion is due to expectation for better
profit margin.
`there is one point that noes not coniirm the hypothesis,
that is, medium factories are found to begin their penetration
into the United States' market.
Table IV- 5(A) and (B) are pricing strategies. Table
IV -A) confirms the following:
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1. Hong Kong manufacturers are highly price-oriented.
2.Price competition is extremely keen..
3. The basis for payment terms is restricted by the
manufacturers' financial capacity.
4.The pricing of both existing products and new pro-
ducts is in straight accordance with our hyothesis)
Table IV- 6 shows the sales promotion strategies. Mos
of t1ie findings seem to confirm the following points:
1. Majority of the industrial glove manulac-turers ao
not employ salesmen for sales promotion. Even
large factory.manufacturers with the capacity to do
so do not give serious considerations to promoting
sales through salesmen.
2. Industrial glove manufacturers of all sizes of fac-
tories use local exporters as their most effective
means of sales promotion.
3. Sales promotion through advertising goes beyond the
consideration of small manufacturers. Medium fac-
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tory manufacturers do advertise locally. Large
factory manufacturers are the same as medium
factory manufacturers in advertising locally too.
However, some of the large factory manufacturers
have come to employ advertising in overseas coun-
tries.
4. Business reception to foreign buyers who come to
Hong Kong is open to both medium and large factory
manufacturers. Meeting buyers at their home offi-
ce however is not very popular except that a few
of the large factory manufacturers would sometimes
do it.
Table IV- 7 is a summary of the strategies towards
current problems, for example, United Kingdom's entering the
Common Market. It has been found that most of the small
factories have overlooked such a problem. For those manu-
facturers who give thought to this problem, maintaining the
market becomes their only response. Table IV- 7 also con-
tains the current problems of manufacturing, such as:
1. Labor shortage- It seems that labor shortage
does not constitute a serious problem to the small
glove manufacturers in Hong Kong as it to the me-
dium and large glove factory manufacturers. Almost
all large factories do regard labor shortage as a
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serious problem.
2. Material shortage- Just contrary to the problem
of labor shortage, small manufacturers suffer most
from this problem while medium and large factory
manufacturers seem to be unaffected.
3o Insufficient customers seem to be a problem only
concerned with small manufacturers.
Table IV- 8 represents the places for the establish-
ment of new factories. As can be seen, factories different
in size have different ideal places for setting up new fac-
tories. Small factories expect to set up new factories in
New Territories where labor cost is cheaper than that in
do *mtown. Medium factories regarding Taiwan as an ideal-
place for setting up new factories also take labor as one
of their major considerations. Large factories, considering
from the point of convenience in marketing such as quota,
tax expenses etc. regard Singapore as their ideal place for
establishing new factoriesa
in iignu Of the ioregoing u1Seuss±Un, we Carl eUrleiU.UU
that a greatercentage of the hvothetical strategies are
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true representation of the actual situation.
B. The Export Marketing Strategies derived from the Sta-
tistical Analysis
The strategies contained in Table IV 2 to Table IV-
8 with percentages of one hundred are.the most appropriate
representation of the export marketing strategies currently
adopted in Hong Kong those from ninety nine to sixty are




COMPOSITION OF FACTORIES SURVEYED
Dated Feb. 2- Apr_. 5. 1971
No. of a No. of 70 01No. ofSize factories in factories in factories in
workers
the sample Douulation population
Small 61- 50 16.536
Medium 51- 100 207 35.0
Large 101- up 105 20.0
Total: 18 66 27.5
aSource: Hong Kong Government, Labor Department Statistics,
Position as at 31st of March. 170.
66
Table IV - 2




1s a) 2 kinds ofroducts in 1006 (6) 55 (4) 71 (80)100 (100)the product line
b) 3 kinds of products in 800 (0) 429 (20)0 (0) 2 (1)
the product line
c) 4 kinds of products in 2010 (0)0 (0)0 (0)0 (0)the product line
2. Causes for product deve
loment:
807 (2) 100 (40)a) Labor 83 (75)5 (3)
1 20b) Export Firm 7 (5) 100 (100)100 (100)6 (4)
8064 45 (4) 85 (80)c) Materials 83 (100)
3a Process of new product
development
a) Follow customers' sam 10056 (4) 7 (5) 100 (100)100 (100)
pies
b) Make improvement on 10056 (4 7 (5) 100 (100)100 (100)
customers` samples
2010 (00 (0) 0 (0)c) From own design 0 (0)
4. Different products in 10056 (4) 7 (5) 100 (100)100 (100)different markets
5. Do not employ a brand 1005100 (100)6 (4) 7 (5) 100 (100)
name
Total No. of Factories 56 (4) 7 (5)
Visited:
Note: Figures in brackets represent the number of factories from wnicn
that number of large factories have grown.
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Table IV-3
SUMMARY OF MARKETING STRATEGIES
(Marketing Channels)
Small Medium Large
No % No % No %





















Total No of Factories
Visited 6(4) 7(5) 5
Note: Figures in brackets represent the number of factories
from which that number of large factories have grown.
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Table IV - 4





100a. Common Market 57 (5) 100 (100)83 (100)
100b. United. Kingdom 5100 (100)27 (100) 7 (5)
5 (4)
1005c. U.S.A. 71 (20)0 (0) 5 (1)
6030 (0) 71 (20)d. Canada 5 (1)
1005
0 (0)
71 (20)5 (1)0 (25)e. All others
2. Sources of marketing
information
1006 (4) 5a. Exporters 100 (100)7 (5)100 (100)
1005b. Customers 57 (60)4 (3)0 (0)0 (0)
c. Government and com- 100571 (60)5 (3)0 (0)0 (0)
mercial institution
1 20d. competitors 0 (1) 0 (20)0 (25)0 (1)
0 (0) 20 (20)e. Own sales force 400 (0) 0 (1)
3. Elements for market
expansion:
1005a. New markets 7 (5) 100 (100)100 (100)6 (4)
804b. Prices 100 (100)7 (5)100 (100)6 (4)
1 200 (0)c. Quota system 0 (0)0 (0)0 (0)
Total No. of Factories 6 5(4) 7 (5)Visited:
Note: Figures in brackets represent the number o1 tactories from
which that number of large factories have grown.
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Table IV - 5 (A)




1. Same product selling at
differentrices to:
100 (100)100 (100)a. all markets 6 (4) 10057 (5)
1007 (5) 56 (4)b. different customers 100 (100) 100 (100)
100100 (100)c. one customer 583 (60) 7 (5)5 (3)
0012. One price to all 14 (0)1 (0) 17 (0) (0)
3. Price increase is re- 100100 (1O0)6 (4) 100 (100) 57 (5)questea by sellerE
4. Price decrease is:
6 (4) 2 (4) 29 (80) 20a. requesteu by ouyers 1100 (100)
804b. offered by sellers 0 (0) 7 (1) 100 (20)0 (0)
5. Motivation of adjustment
on prices arises from:
100 (100) 1006 (4) 7 (5)a. cost increase 5100 (100)
b. increasin profit 0 (0) 800 (0) 0 (0)0 (0) 4
margin
600 (0)0 (0) 30 (0)C. building up image 0 (0)
6. Terms ofavment:
5 100100 (l00)7 (5)a. Cash 6 (4) 100 (100)
1000 (0)b. D/P & D/A 543 (20)3 (1)0 (0)
1005C. L/L 0 (0) 56 (40)4 (2)0 (0)
7. Basis for acceptance of
avment terms:
1006 5a. length of business 5 (5) 71 (100)100 (100)
relationship
b. customers' credit 10056 (4) 100 (100) 71 (100)5 (5)
standing
0 (0) 10071 (40)5 (2) 50 (0)C market practices
607 (5)6 (4) 3d. own credit capacity 100 (100)100 (100)
20 (100)0 (4) 40e. quantity of order 71 (80)5 (4)
Total No. of Factories
6 (4) 57
Visited:
Note: Figures in brackets represent the number or lac-tories t_rom
which that number of large factories have grown.
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Table IV - 5 (B)




8. References to the pri-
cing of existing product
a. international maricet 1000 (0) 50 (0) 43 (60)3 (3)
Drices
b. local large manufac- 0 (0) 2 407 (1) 100 (20)0 (0)turers' lowest prices
c. local medium manulac 2 406 (4) 3 (3) 43 (60)100 (100)turers' loest Drices
d. local small manufac- 806(4) 443 (40)3 (2)100 (100)turers'Prices
9. References to the pri-
cing of new products
a. prices of the proaucis 100100 (100) 75) 100 (100)6 (4) 5
of the same type
b. retail prices in over- 0 (0) 8040 (20)0 (1)0 (0)
seas
c. costings of tine pro 1006 (4) 57 (5) 100 (100)100 (100)
ducts
Total No. of Factories
6 (4) 7Visited:
Note: Figures in brackets represent the number of factories from
which that number of large factories have grown.
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Table IV- 6




2 400 (1) 0 (20)1. By salesmen overseas 0 (0) 0 (0)
10052. Advertising locally 0 (0) 5 (4)0 (0)








603a. travel to markets 29 (40)0 (0) 0 (0) 2 (2)
b meet buyers in Hong 10050 (25) 5 (4)0 (1) 71 (80)Kong
7 (5)
Total No. of Factori-
6(4) 5
es Visited:
Note: Figures in brackets represent the number of factories
from which that number of lame factories have grown.
Table IV- 7




8040 (25) 3 (2) 43 (40)1. Labor shortage 0 (1)
20183 (50) 0 (2) 0 (40)5 (2)2. Material shortage
3. Attitude toward United
Kingdom's entering the
Common Market:
a. have no considera 000 (5) 0 (100)83 (100)5 (4)
tion at all
b. still maintain U.K. 10051 100 (0)17 (0) 7 (0)(0)
market
4. Competition both in and 60366 (50) 3 (2) 43 (40)4 (2)
out of Hong Kong
0083 (O) 0 (0)5. Insufficient customers 0 (0)5 (0)
1 206. Quota Restrictions 0 (0) 0 (1) 0 (20)0 (0)
Total No. of Factories
57 (5)6 (4)Visited:
Note: Figures in brackets represent the number or ractories irom
which that number of large factories have grown.
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Table IV- 8
SUTIMARY OF MARKETING STRATEGIES





20142)00a. Taiwan 57 (40)0 (0)
800o)0(0) 4b. Singapore 0 (o)0 (0)
00170 0 (o)c. New Territories 1 to) 0 (o)
0000d. South Korea 1 (3) 14 (60)oo)
00830) 43 (0)e. No consideration 3 (0)5 (0)
20 Reasons for the selec
tion of places outside
Hong Kong:
8045760)0(o)ao cheaper labor cost 4 (3)0 (0)
8000) 4b. marketing reasons 0 (o)0 (o)o (o)
Total No. of Factories
56(4) 7 (5)
Visited:
Note: Figures in brackets represent Tne numoer oz aczories i 'om




From a firm's point of view, the export marketing stra-
tegy is only one of the determinants of a company's growth.
It alone cannot determine the growth of a comDanv.
As has been developed in the previous chapters, there
is a classical model for firms starting as small factories
to grow into large ones. While most of the strategies des-
cribed in the model function well, there are still other di-
rections firms cano.
1. Products
For factories of all sizes, selection of products
should be the same, aiming at the best advantages of the
factories. All factories in the survey seem to be well
aware of such a goal, as the types of products that a
factory produces at each stage have been increased accord-
ing to its actual capacity expanded. Yet, a better appli-
cation of the same principle still exists. It can be
sought in a factory with a COMPLETE product line segmented
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either by quality or price of product.10 As seen from
the analysis in Chapter IV, no factory seems to be
using this segmentation, nor does the product line of any
factory completely fit into the markets segmented in this
way.
Generally speaking, the advantages oz such seg-
mentation of markets lie in the economies of production
and mass distribution11
Specifically speaking, factories of all sizes could
obtain such advantages by doing the following:
For small factories, the classical model shows that
it would be advantageous for them to start producing low-
quality products first. In fact, all small factories did
take such a start. However, it would be better for small
factories to produce high-quality products too if they
10Milton P. Brown, and others, Problems in Marketing (New
York: McGraw-Hill Book 0omanv. 1968). P. 2.
11Schuyler F. Otteson, William G. Panschar, James M. Pat-
terson, Marketing, The Firm's View oint (New York: The
Macmillan Company,. 1964), p. 25.
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can obtain high quality leathers. As already mentioned,
high-quality split leather means heavy expenses and a
huge capital investment which is quite beyond a small
firm's capability, Under this condition, small firms
are advised either to cooperate with large factories al-
ready engaged in the production of high-quality productE
or with specialized trading firms already selling high-
quality gloves,
Small factories should then offer their production
capacities to trading firms or large factories and
should ask for orders and the supply of high-quality
leather in return.
In the case of a trading firm, it is very probable
that the trading firm would have to import the leather
at the beginning. Another alternative may arise when-
several small glove factories, trading firms and local
tanneries work together to find out the marketing po-
tential of high-quality industrial gloves. (The majori-
ty of Hong Kong glove factories have been geared to the
low-quality market, leaving the high-quality market only
slightly touched by a few large glove factories.) These
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parties shoulct work jointly To solve tine proo±ems of
producing high-quality gloves in Hong Kong.
in -tne case of large iacuories, tine pro u ells .l6
comparatively less complicated. Two principles are
governing here: First, as long as the demand for high-
quality gloves is greater than the supply from Hong Kong.
Hong Kong will continue its supplying function second,
as long as it is profitable to employ the capacity of
subcontractors, a large glove factory should continue do-
ing this. Therefore, it is very likely that small fac-
tories can cooperate with large glove factories. In this
connection, it is advisable that the channel of distribu-
tion for small factories include both the exporting firms
as in the classical model, and the large glove factories,
so that both the large glove factories and the small
glove factories would make a complete product line through
supplying market segments of both low and high-quality
gloves.
For those medium factories, it is advisable Ior them
either to merge into large units or to follow the stra-
tegies of small factories as discussed earlier in this
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chapter. By so doing, medium factories can possibly
strengthen their position with more complete product
line.
2. Marketing Channels
In light of the foregoing discussion, the market-
ing channel strategies described by the classical mo-
del should be adjusted to the following:
1. For small factories--- Sell to exporters or
large factories
2. For medium factories-- Sell to large factories
3. Others remain unchanged
3. Pricing Strategies
Industrial glove manufacturers of all sizes in
Hong Kong seem to know very well about pricing strategies.
Indeed, many factories are too price-sensitive in sol-
ving marketing problems. They have paid too much atten-
tion to price and have neglected some equally important
marketing strategies.
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'These important strategies are non-price competi-
tion and promotion. As shown in the classical model,
factories of all sizes have calculated their prices
for new products on the basis of production costs and
then compared them with those of their competitors.
Few of them have considered the demand for industrial
gloves. This is indeed an unsound strategy since it
violates the basic pricing principle- that the de-
mand for a product, its quality, and the extent of
competition should all be taken into consideration in
setting prices 12 As a result, the general price le-
vel of industrial gloves has been greatly depressed
just because of price competition among glove factories
in Hong Kong. On 'the existing level of prices, fac-
tories have to subsist on a very limited profit margin.
This is why price adjustment is no common a prac-
tice in the industrial glove industry. Furthermore,
an image of poor quality at cheap price has been es-
tablished by the Hong Kong industrial glove industry,
12Asian Productivity Organization, Report of Seminars
on Marketing Policy and'Research. Korea: Asian
Productivity Organization, 1963.) P. 114
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under the influence of price competition. This is in-
deed a kind of blind competition, since competitors do
not seem to understand how big the industrial glove
market is.
There is a pessimistic'argument that glove facto-
ries can do nothing about price competition. The majo-
rity of the factories just do not have the power to
bargain for themselves. What if the foreign buyers
stopped placing orders? The manufacturers do not have
the working capital to produce industrial gloves for
stock, even if they were willing to do so.
In order to get out of this dilemma, factories
should seek financial assistance. There is a way out
for those factories which cannot seek any more finance
from outside sources. Almost simultaneously, they can
solve the problems of marketing channels and initiate
production of high-quality products by simply doing
what I have suggested earlier:
1. Small factories should turn either to large
factories or.to exporters who are better
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equipped to attack the high-quality indus-
trial glove market.
2. Medium size factories should combine together
or else follow the strategy recommended for
small factories.
One immediate effect of this change would be to
reduce the inter-competition among the Hong Kong glove
factories. A factory would also strengthen its posi-
tion by separating its production capacity into two
different segments, ie. high and low quality glove mar-
ket segments.
The manufacturers could then bargain with one of
its market segments when it has orders from the other
segment. It could also negotiate alternatively with
one after the other and thus could become a, real master
of its own destiny. Only then could a factory grow in-
dependently.
Another remedy for price competition is to divert
competition into those aspects such as quality, deli-
very and service. At such a time, intensive cometi-
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Lion among Hong Kong's manufacturers has brought the
general price level of industrial gloves to a rock-
bottom level. Therefore, continuing competition
must not be on the basis of price.
4. Sales Promotion
All factories seem to be doing very well on sales
promotions at various levels. Almost every one of the
factories has done its best within its oirn channels:
small factories approaching local exporters medium
factories approaching exporters and foreign customers
visiting Hong Kong large factories approaching local
exporters and foreign customers and flying across the
oceans to meet their buyers in their home countries.
The classical model has revealed about sales pro-
motion strategies. There seems to be an undeniable
fact that Hong Kong manufacturers seldom employ a
brand name. The cause of such a tradition was due to
the preference of customers who wanted to sell import-
ed gloves under their own brand names. While this
seems appropriate for, small and medium size factories,
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it is not advisable for large factories. Large fac-
tories should have their own brand names so as to
build up loyalty among customers. There are two things
to do: the first is,to improve the packaging design
and display methods, and the second is to start cam-
paigning and publicizing for brand loyalty.
In order to create brand loyalty, one first should
have a-good brand name, which should be easy to pro-
nounce and easy to remember. It should also connote a.
good image of the products and the manufacturers l3
Having a good brand name, a large manufacturer can
then promote sales through different media, as described
in the classical model. The use of salesmen also ought
to be developed.
13Asian Productivity Organization, Report of Seminars
on Marketing Policy and Research. IKorea: Asian
Productivity organization, 1963.) p. 114.
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Appendix A
COST STRUCTURE OF X GLOVE
(per dozen Dairs)
Selling Price HK$22.50
Cost of Goods Sold:
Direct Materials HK13.30
Direct Labor 4.50




PRICE STRUCTURE OF X GLOVE
(per dozen pairs)
Price
F.O.B. Hong Kong HK$ 22.50 17.8
2.00 1.6Freight & Insurance (I.F.)
Import Tax (30% of C.I.F.) 7035 5.6
25.031.85Importer's Markup (100% of C.I.F.T.)
Retailer's Markup (100% of
Imorter's Price) 63.65 50.0
Retail Price N.Y. 100.0HK$127.3Qa
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6的 討 價 地 位 將 可 大 為 增 強 。
四 、 香 港 的 大 廠 可 以 經 由 下 述 方 法 來 加 強 產 品 的 推 銷
： 制 定 牌 名 ， 改 良 包 裝 ， 及 進 行 更 積 極 的 銷 售 活
動 ， 包 括 訪 問 海 外 重 要 買 家 等 。 此 外 ， 並 應 考 慮
在 重 要 市 場 任 用 更 多 銷 貨 代 理 人 。
5廠 商 間 的 價 格 競 爭 ， 工 業 用 手 套 的 一 般 價 格 水 平
大 為 壓 低 ， 各 工 廠 的 利 潤 因 而 極 為 有 限 。 而 且 ，
本 港 工 業 已 給 人 一 種 價 廉 質 劣 的 印 象 。 香 港 的 大
廠 商 應 該 在 品 質 ， 大 供 應 商 的 可 靠 性 ， 以 及 交 貨
迅 速 等 各 方 面 競 爭 ， 而 不 應 只 在 價 格 上 競 爭 。 大
廠 還 可 將 生 產 能 力 分 為 兩 部 份 ： 高 級 與 普 通 兩 種
品 質 產 品 ， 藉 以 提 高 討 價 地 位 。 這 樣 廠 商 一 方 面
可 與 買 家 就 其 中 某 一 類 產 品 進 行 交 易 ， 同 時 又 可
接 受 另 一 類 產 品 的 定 單 。 由 於 能 夠 在 兩 種 市 場 作
有 效 的 競 爭 ， 減 少 對 一 類 買 家 的 倚 賴 ， 香 港 廠 商
4二 、 有 既 定 市 場 聯 繫 的 大 工 廠 ， 應 該 將 他 們 所 收 到 定
購 數 量 較 少 的 專 門 產 品 定 單 分 包 給 小 廠 ， 以 便 將
自 己 的 生 產 設 備 更 經 濟 地 用 於 應 付 標 準 產 品 的 長
期 定 單 。 這 樣 ， 各 大 廠 就 可 以 繼 續 向 買 家 銷 售 所
有 各 類 手 套 產 品 ， 同 時 又 可 以 有 利 的 條 件 使 小 廠
獲 得 生 意 。 大 廠 還 可 以 向 小 廠 提 供 寶 貴 的 管 理 和
技 術 協 助 ， 因 為 這 可 以 使 他 們 對 短 期 定 單 獲 得 可
靠 的 貨 源 。
三 、 很 多 香 港 工 業 手 套 工 廠 （ 包 括 各 種 規 模 ） ， 在 解 決 銷
售 問 題 時 ， 對 價 格 似 乎 都 太 敏 感 。 結 果 由 於 香 港
3一 、 香 港 的 中 型 工 業 用 手 套 廠 ， 多 數 仍 是 為 那 些 品 質
要 求 較 低 的 市 場 生 產 ， 而 且 來 自 這 些 市 場 的 定 單
是 在 同 類 公 司 的 劇 烈 價 格 競 爭 中 爭 取 得 來 。 如 果
獲 得 若 干 技 術 和 經 濟 協 助 ， 這 些 公 司 中 有 很 多 都
可 轉 而 生 產 專 門 用 途 的 優 質 工 業 手 套 。 這 種 優 質
工 業 手 套 是 在 品 質 與 交 貨 迅 速 方 面 競 爭 而 非 在 價
格 方 面 競 爭 ， 而 且 ， 利 潤 比 目 前 的 產 品 高 出 很 多
。 這 些 公 司 應 求 取 本 港 出 口 商 的 合 作 與 協 助 ， 選
擇 生 產 適 當 的 產 品 ， 並 克 服 前 面 所 說 的 技 術 與 經
濟 問 題 。
2生 產 及 推 銷 這 種 產 品 的 能 力 。 工 業 用 手 套 的 這 些 特 點 ， 使
它 極 適 合 香 港 的 能 力 ， 香 港 無 疑 已 成 為 世 界 上 工 業 用 手 套
的 最 大 出 口 地 區 。
香 港 廠 商 的 推 銷 策 略 ， 已 在 筆 者 與 廠 商 、 出 口 商 以 及
外 國 買 家 的 談 話 中 予 以 研 究 。
工 業 用 手 套 廠 目 前 所 採 的 策 略 ， 無 疑 可 促 成 該 業 保 持
很 高 的 成 長 率 ， 但 這 種 策 略 是 否 可 以 獲 致 足 夠 的 利 潤 ， 則
甚 難 確 定 。 在 筆 者 所 訪 問 的 工 廠 主 管 人 員 中 ， 很 多 都 指 出
生 產 者 之 間 的 劇 烈 價 格 競 爭 常 引 起 售 價 減 低 和 利 潤 微 薄 的
結 果 。 現 提 出 下 列 建 議 以 供 考 慮 ：
1香 港 工 業 手 套
的 外 銷 策 略
趙 仲 偉
雖 然 製 造 手 套 是 需 要 勞 力 較 多 和 並 不 需 要 高 深 技 術 的
工 作 ， 但 要 製 造 工 業 用 手 套 並 外 銷 成 功 ， 則 需 要 一 定 的 組
織 、 管 理 和 銷 售 方 面 的 專 門 知 識 ， 而 多 數 在 發 展 中 的 國 家
則 沒 有 這 種 能 力 。 同 時 ， 由 於 製 造 工 業 用 手 套 所 需 人 力 成
份 較 高 ， 使 工 業 發 達 國 家 的 這 一 門 工 業 極 易 受 到 人 工 成 本
較 低 國 家 這 種 產 品 輸 入 的 損 害 ， 當 然 後 一 類 國 家 必 需 具 有


